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Abstract 
There have been various studies investigating service quality of service providers in almost all sectors. Specifically, a 
large number of studies paying attention to banking-finance sector occur in the literature whereas no study measuring 
service quality of export credit agencies (ECAs) as well as Turk Eximbank exists among these ones. ECAs compete 
each other for enhancing their country’s share on the world trade through promoting exporting firms. This makes 
essential to provide high quality service for these firms. Thereby, the aim of this paper is to investigate the exporting 
firms’ service quality perceptions and expectations about Turk Eximbank, the ECA in Turkey, by using SERVQUAL 
scale. Within this framework, an e-mail survey of 127 exporting firms was employed as data set. On the basis of 
analyses indicating that there exists a gap between exporting firms’ service quality perceptions and expectations it 
can be concluded that Turk Eximbank does not meet customers’ expections regarding the quality of service provided. 
Furthermore, this gap does not differ by the sector, employee number and their position of the exporting firms. 
Keywords: Service quality; SERVQUAL; export credit agency; Turk Eximbank. 
1. Introduction 
Exporting has inevitable importance for both the economies of the countries in the macro level and 
firms in the micro level. Countries could deal with unemployment and trade deficit and also present a 
good way to enter new market by exporting. Besides, it ensures economies of scale, learning, and 
competition power for firms. Turk Eximbank, the sole official export credit agency in Turkey, has a 
crucial role in financing foreign trade in terms of providing credits, insurance and guarantee programmes. 
Turk Eximbank is not only considered as a credit agency but also it promotes export facilities of firms 
and presents various incentives. While in developing countries ECAs focus on financing exporting firms’ 
foreign trade transactions through credit, insurance and guarantee programmes, in developed countries 
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they merely support firms with insurance and guarantee programmes and the role of granting credit 
programmes is carried out by commercial banking system.  
On the other hand, since 1980s, the concept of “service” has gained importance because it has become 
a crucial item in the balance of payments of countries. Furthermore, service organizations meet both 
individual and industrial necessities by providing services such as transportation, communication and 
finance. Therefore, the quality of services is a powerful competitive instrument for service organizations.  
Considering the importance of this concept, we aim to investigate the perceived service quality of Turk 
Eximbank by exporting firms (in Turkey) as a service organization. Survey is conducted on 127 exporting 
firms in order to measure the gap between the perceptions and the expectations of service quality. It is 
expected that the current study might provide a contribution to the literature on service because of the fact 
that there is no research evaluating service provided by Turk Eximbank. On the other hand, for Turk 
Eximbank uses public resourses, its service quality affects the efficient allocation of them. Therefore, the 
results of this study might help making organizational policies of Turk Eximbank.   
2. Conceptual Framework  
Services have three distinct properties: intangibility, heterogenity and inseparability [1]. Then, it is 
complicated to measure service quality by using single measurement or variable. Thus, researchers have 
tried to identify some factors or dimensions in order to evaluate service quality. Sasser et al. have 
approached service performance from three different dimensions: (i) levels of material, (ii) facilities, and 
(iii) personnel [2]. On the other hand, Grönroos has claimed that service quality has two main factors: 
technical quality, considered as physical product of service, and functional quality, the form of how 
service is delivered [3]. Juran has emphasized on five factors of service quality concept [4].  These are 
known as internal quality, hardware quality, software quality, time promptness and psychological quality. 
Parasuraman et al. approached service quality as a ten dimensional construct: tangibility, reliability, 
responsiveness, competence, access, courtesy, communication, credibility, security, and 
understanding/knowing the customer [1]. Considering the strong correlations between these factors, 
Parasuraman et al. classified service quality into five dimensions as tangibility, reliability, responsiveness, 
assurance, empathy [5]. According to these studies, they developed SERVQUAL that is most widely used 
instrument in measuring service quality. This scale is divided into two parts as expectations and 
perceptions and each part has 22 items. Although Babakus and Boller discussed the generalisability of 
this instrument to the whole service sector, most of the researchers investigating the service quality used 
SERVQUAL scale [6]. 
But, the criticism made by Cronin and Taylor can be deemed as most important one directed to 
SERVQUAL [7]. In their study, they based their critism on that it is not necessary to measure 
expectations and that SERVQUAL is not feasible for all industries in the service sector and that perceived 
service quality has not so impact as customer satisfaction on purchasing intention. Nevertheless, this 
critism has not hindered widely usage of SERVQUAL in many sectors.  
There is a vast literature on investigating service quality of organizations in the variety of sectors such 
as (i) banking-finance sector,  (ii) healthcare sector, (iii) shipping and traveling sector, (iv) entertainment 
sector, (v) telecommunication sector, (vi) on libraries , and also (vii) on voluntary agencies, (viii) on 
agencies targeted at aging population, (ix) in maintenance and hairdressing services, (x) online service 
sector, (xi) in universities [8], [9], [10], [11], [12], [13], [14], [15], [16], [17], [18], [19], [20], [21], [22], 
[23], [24], [25], [26], [27], [28], [29], [30], [31], [32], [33], [34], [35]. 
As mentioned before, which there is no research examining service quality of ECAs in the literature 
has been the point of origin in this study. 
The figure below depicts the research model used in this paper depending on studies of Parasuraman et 
al. [1], [5]:  
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Figure 1. Research Model 
This model yields the following hypothesis: 
H1: There is a gap between expected and perceived service of exporting firms about Turk Eximbank. 
We also aim to examine whether this gap differs by the sector, employee number and their position in 
the exporting firms, because exporting firms do not resemble eachothers in many aspects such as sector 
and the number of employee. This diversity between firms may shift their service quality perceptions. 
Similarly, this perception may differ by employees in different positions. Accordingly, we propose the 
following hypotheses: 
H2: Positive or negative gap between expected service and perceived service of exporting firms about 
Turk Eximbank differs by the sector specific. 
H3: Positive or negative gap between expected service and perceived service of exporting firms about 
Turk Eximbank differs by employee number of the firm. 
H4: Positive or negative gap between expected service and perceived service of exporting firms about 
Turk Eximbank differs by the position of those employees participated in the research. 
3. Research Design 
The survey was conducted August to November in 2010.The study sample was selected from ‘First 
1000 Exporters Lists’ (Turkish Exporters Assembly, 2010). 706 of those, customers of Turk Eximbank, 
agreed to participate in the current research. A questionnaire was sent to these exporting firms via e-mail, 
meaning that the response rate was almost 18 %. At first, the employees working in foreign trade or 
finance departments of these firms are interviewed, and then e-mail form of survey was sent to these 
people. 
4. Data Analysis and Findings 
For the purpose of data analyses and hypothesis testing, SPSS 18.00 was employed. Firstly, sample 
characteristics were drawn. Accordingly, there are (i) 25 firms in textile, ready-made clothing, footwear 
and leather, (ii) 12 firms in automative and automative supply industry, (iii) 17 firms in food, agriculture 
and stockbreeding, (iv) 5 firms in chemical-dyeing industry, rubber and plastic products, (v) 23 firms in 
mining, metal (main and supply) industry, (vi) 4 firms in foreign trade companies operating in multiple 
sectors, (vii) 3 firms in construction business and engineering, (viii) 8 firms in machine and equipment 
industry, electrical appliances, (ix) 30 firms in other sectors. 75% out of firms consisted of those having 
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employees less than 500. Most of the employees participated in the research had positions in middle level 
management.  Then, the principal components analysis with varimax rotation method was used in order to 
test construct validity and reliability.  However, the data did not fall in the five dimensions of the original 
SERVQUAL scale. As Nitecki stated [36], factor loadings in this study too differentiate from those 
proposed by who originally designed SERVQUAL scale. Although 22 statements of expectations did not 
fall in the five dimensions as expected, 73,64 % of variance is explained by three factors. Moreover, some 
items were loaded on two factors (cross loading), resulting in that these kind of problematic items might 
be eliminated. Perception items were grouped into four factors and it was observed that one factor 
consisted of only one item. Besides, the items loading on these factors were different from the structure 
suggested by theoretically. Similar findings were found in the former studies [37], [6], [36].  
Parasuraman et al. [38] stated that the measure of perceptions-only must be used if the major goal is to 
explain the variance in any dependent construct and that the measure of perceptions-minus-expectations 
difference score is appropriate if the major goal is to identify properly service inadequacies. And we want 
to remember again that the aim of this paper is to determine whether Turk Eximbank has some service 
inadequacies or not. 
More importantly, in their study, Collier and Bienstock [39] claimed that service quality can be well 
represented as a formative construct although it is treated as a reflective construct for many years by the 
traditional approach. Furthermore, Roberts and Thatcher [40] have claimed that validity and reliability 
tests are not appropriate for formative indicators. Accordingly, we did not take into account the factor 
analysis results; we proceeded to gap analysis which is the core part of the study. 
The results of paired-samples t test to identify difference scores between expectations and perceptions 
are shown in Table 1: 
Table 1. Difference score statistics between perceptions and expectations 
Items Mean (P/E) Gap t test Significance 
Tangibility     
Item 1  3.54/4.78 -1,24 15,267 0,000 
Item 2 3,41/3,89 -0,48 5,335 0,000 
Item 3 3,68/4,09 -0,41 4,883 0,000 
Item 4 3,52/4,56 -1,04 11,865 0,000 
Reliability     
Item 5 3,68/4,76 -1,08 12,442 0,000 
Item 6 3,49/4,73 -1,24 12,623 0,000 
Item 7 4,09/4,87 -0,78 10,503 0,000 
Item 8 3,80/4,73 -0,93 11,617 0,000 
Item 9 4,03/4,69 -0,66 9,570 0,000 
Responsiveness     
Item 10 3,53/4,65 -1,12 10,737 0,000 
Item 11 3,34/4,30 -0,96 9,353 0,000 
Item 12 3,50/4,50 -1,00 11,095 0,000 
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Item 13 3,03/4,29 -1,26 10,280 0,000 
Assurance     
Item 14 3,91/4,56 -0,65 8,962 0,000 
Item 15 3,80/4,51 -0,71 10,009 0,000 
Item 16 3,85/4,43 -0,58 7,412 0,000 
Item 17 3,46/4,54 -1,08 12,545 0,000 
Empathy     
Item 18 3,17/4,18 -1,01 10,939 0,000 
Item 19 3,14/4,06 -0,92 9,370 0,000 
Item 20 3,15/4,28 -1,13 11,108 0,000 
Item 21 3,24/4,27 -1,03 10,908 0,000 
Item 22 3,12/3,88 -0,76 7,223 0,000 
Perceived-Expected Service 3,52/4,43 -0,91 15,980 0,000 
As can be seen from the table, it is found that there is statistically significant mean difference between 
each item. We also found statistically significant difference between the perceptions and expectations 
relating to the service quality of Turk Eximbank. This result, which means that Turk Eximbank does not 
meet its customer expectations, also revealed that H1 is accepted. 
In respect of whether this discrepancy between perceptions and expectations varies across the sector 
which the exporting firm operates in, ANOVA test is implemented. Results are presented in Table 2: 
Table 2. The gap by sectors of the exporting firms 
Sectors N. of firms Mean gap Std. Dev. 
Textile, ready-made clothing, footwear and leather 25 -0,65 0,57 
Automative and automative supply industry 12 -0,99 0,31 
Food, agriculture and stockbreeding 17 -1,03 0,54 
Chemical-dyeing industry, rubber and plastic products 5 -1,17 0,88 
Mining, metal (main and supply) industry 23 -0,79 0,64 
Foreign trade companies operating in multiple sectors 4 -1,45 0,78 
Construction business and engineering 3 -0,65 0,28 
Machine and equipment industry, electrical appliances 8 -1,24 0,95 
Others… 30 -0,91 0,64 
Total 127   
ANOVA Test (%95) 
F value: 1,537 
Significance: % 15.2 
   
As can be seen from the table, no statistically significant mean difference was found between 
perceived and expected service quality according to sectors. Put differently, this result provides the 
evidence that H2 is not supported. 
1668  Sibel Dinç Aydemir and Cevat Gerni / Procedia Social and Behavioral Sciences 24 (2011) 1663–1670
The results of ANOVA test regarding the gap between perceived and expected service differs by the 
number of epmloyees in the exporting firm can be depicted in Table 3: 
Table 3. The gap by number of employees in the exporting firms 
Number of employees  Number of firms Mean gap Std. Dev. 
0-500 75 -0,84 0,58 
501-1000 26 -0,99 0,67 
1001-1500 10 -0,70 0,74 
1501-2000 4 -0,79 0,48 
More than 2000 12 -1,34 0,73 
Total 127   
ANOVA Test (%95) 
F value: 2,045 
Significance: % 9,2 
   
According to the table, there can be seen mean difference by the number of employees. However, this 
difference is not statistically significant at the significance level of 0.05. Thus, H3 is not supported. 
The last hypothesis of the study regarding whether the discrepancy between perceptions and 
expectations varies across the position of those employees participated in the search is again examined by 
using ANOVA test, the results of which can be seen in Table 4: 
Table 4. The gap by position of employees in the exporting firms 
Position of employees  Number of firms Mean gap Std. Dev. 
Department staff 29 -0,83 0,56 
Middle level manager 65 -0,98 0,60 
Upper level manager 33 -0,82 0,75 
Total 127   
ANOVA Test (%95) 
F value: 0,965 
Significance: % 38,4 
   
Considering that ANOVA test has not yielded statistically significant result, it can be concluded that 
the discrepancy does not differ by the positions of the employees. Therefore, H4 is not supported. 
5. Conclusion 
The results derived from this research can be summarized as follows: 
We found a statistically significant gap between perceived and expected service quality of Turk 
Eximbank.  Put differently, Turk Eximbank does not meet the expectations of its customers. Nevertheless, 
considering the average scores of perceived (3,52) and expected (4,43) service quality, the service quality 
of Turk Eximbank is above the average. 
Service quality perceptions of the exporting firms about Turk Eximbank do not change according to
the sectors in which firms operate. This result provides the evidence that firms operating in different 
sectors have similar service quality perceptions and expectations referring to Turk Eximbank’s service 
quality. This may mean that whichever sector they operate in, Turk Eximbank provides services with 
almost the same quality for exporting firms without given any priority to sector specific.
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Service quality perceptions of the exporting firms do not vary according to firm size. This may point 
out that Turk Eximbank does not differentiate between firms having different sizes in providing services.
Whichever position employees of the firm are, those who participated in the research have similar 
perceived and expected service quality level about Turk Eximbank. In other words, perceptions of the 
firms about Turk Eximbank’s service quality do not differ according to the position of the employees.
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